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Abstract This study attempted to suggest a direction for better services by analyzing correlations
among usage patterns, perception, professionalism and satisfaction with nail services given through
social media and commerce. For this, a questionnaire survey was performed against women in their
10-50s in Daejeon, Sejong and Chungcheong from October 1 to 20, 2021. A total of 326 copies
were used for final analysis The collected data were analyzed, using SPSS 27.0. The results found
the followings: As the treatments and products were more specialized, the respondents were more
satisfied with services, convenience, treatments and products. Therefore, it is anticipated that the
study results would available as basic data which are needed in analyzing correlations among usage
patterns, perception, professionalism and satisfaction with nail services given through social media
and commerce.
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Fig. 1. Concepts of SNS and Social Commerce

2.1.2 SNS&t AMHHAL| I
47FAZ Social network type, Social web type,

Group purchase type, Offline interlocking®.2
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Table 1. Types of social media and social commerce

Category Definition

A method of posting a link in the form of a
button that can go directly to a social
network from a social commerce site

Social
network type

A method of actively combining social
Social web commerce with social networks to

type implement the functions of social commerce
sites and social networks

Group

Co-buying site combined with social network
purchase type

A type of connecting an offline space with a
social network with a terminal capable of
networking

Offline
interlocking
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Table 2. Shape of nail shop

Assortment Contents
Road A form of starting a nail salon by
shop an individual
Private Refers to the establishment of a
shop Shop in nail salon by an individual in a
shop beauty or other business
establishment
Franchise Refers to the case of starting a
Franchise o nail salon through a contract with
the franchise headquarters
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Table 3. Correlations among Perception of Social Network Service/Social Commerce-based Nail Services,

Satisfaction and Professionalis

Perception of Nail Services Satisfaction Professionalism
Variabie o o ) Conven )
Reliability | Diversity | Total | Service ience Treatment| Product | Total | Service |Treatment| Product | Total
Perception Reliability 1
of Nail Diversity .800™ 1
Services Total 964" | 930" | 1
Service 752" | 679" | .759™ 1
Convenience | 763" | 697" | 768" | .688™ 1
Satisfaction | Treatment 902" | 808" | 908" | 726" | 753" 1
Product 822" | 738" | 828" | 694" | 718" | 844" 1
Total 914" | 824" | 923" | 817" | 848 | 963" | 924" 1
Service 847" | 760" | 853" | 666™ | 718" | .909™ | 793" | 890" 1
Professionali|  Treatment | .851™ | 763" | 857" | .734™ | 728" | .890™ | .797" | .894™ | 892" 1
sm Product 818™ | 738" | 826" | 697" | 730" | 843" | 983" | 922" | 789" | 802" 1
Total 891" | 800" | .898™ | .746™ | 773" | 933" | 923" | 961 | 938" | 952" | 930" 1

“p(.01
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